ABSTRACT
WHAT IS BUSINESS-TO-BUSINESS MARKETING?

Business-to-Business Marketing Overview
Business markets describe local or global products and services that are purchased by businesses, governments and institutions. These purchases may be for consumption or use by the purchasing organization itself, for incorporation into other materials or components, or for resale to other organizations.
The terms business-to-business marketing and industrial marketing are used interchangeably, and describe over half of the economic activity that takes place in the United States, Canada and most modern nations. General Motors is an example of a firm that conducts exchange in business markets, where purchasing of industrial products and services exceed $85 billion annually. Other companies such as GE, IBM and DuPont each spend more than $60 million daily on industrial purchases.
Consumer Versus Organizational Buying Behavior
Revenue size is one way to distinguish business-to-business marketing and consumer marketing. The dollar volume of industrial transactions greatly exceeds those of consumer markets. This reflects the fact that industrial transactions support the purchase needs of an entire organization, whereas consumer transactions support the purchase needs of an individual or family.
Other ways that business marketing and consumer marketing differ are in the intended consumer, and the intended use of the product. Though products (or services) may be identical in both of these buying situations, organizational buying requires a different marketing approach compared to consumer buying. Further, there are some products such as steel, heavy machinery or airplane parts that cater exclusively to the business market. Marketing strategies used to sell these products highlight differences between organizational and consumer buying.
Organizational buying is usually a formal activity that takes place over an extended timeframe and often includes members that represent several departments within the organization. Requirements are determined based on the needs of the total organization and frequently include non-buying tasks such as bargaining and politicking among organizational members. Consumer buying on the other hand may take place with or without the consultation of others, generally occurs over a much shorter timeframe and usually only involves the needs of the individual or family that is making the purchase. However, in some cases, consumer purchase decisions may be influenced by external factors such as peer pressure or status symbols.
Another distinguishing characteristic is the emphasis on personal selling in industrial markets, compared to the prevalence of advertising in consumer markets. Personal selling is important in business markets because of the unique technical requirements of each company, which generally cannot be adequately addressed with mass advertising. On the other hand, advertising is one of the most important elements of the marketing mix in consumer markets. Advertising occupies a much smaller percentage of the promotional budget in business markets; what little exists in business markets is usually focused in trade journals or direct mail.
Finally, while the importance of relationship marketing strategies have just recently been discovered by consumer product marketing, business-to-business marketing has focused on long-term relationships for many years. It is common to have a team sales and marketing approach for industrial customers. The reason for this is that industrial customers tend to be more complex and purchase in such large volumes that each opportunity is significant in business-to-business marketing efforts.
Market Orientation
Market orientation is a concept that describes a strategic plan to focus on the needs of the customer. The needs of the customer are determined by acquiring information from many sources, including the sales department, other departments within the sales organization, trade press, other business partners, the Internet and, of course, customers themselves. This information is then disseminated throughout the sales organization where it is digested and massaged, then used to formulate a plan of action to respond to those needs. Market orientation is also described as a culture that encourages organizational members to put the needs of the customer first when prioritizing organizational activities. Rather than focusing on the specific products or services offered by the firm, a market-oriented company focuses on the requirements of their customers. By focusing on customer needs, the firm tends to produce goods and services that are more likely to be accepted and purchased by customers, rather than goods and services that have wonderful and unique features, but unfortunately, are not the features that customers find useful or necessary.
It is suggested that a market orientation gives the sales firm a competitive advantage by establishing and cultivating customer loyalty. Consequently, market orientation is important in both industrial and consumer markets.
Supply Chain Management
Supply chain members include raw material suppliers, manufacturers, distributors, wholesalers, dealers and retailers. The supply chain describes a network of businesses that supply raw materials, components and other types of support to other supply chain members, who then convert these materials into a finished product. The finished products are subsequently sold to the final end user. The distributor, wholesaler, dealer and retailer represent supply chain members who sell finished products to the final end user, which may be a business or an individual consumer.
Each organization in the supply chain performs some type of value-creating activity. These activities include actual creation of the product or service, delivery, promotion, financing, support and after-sale service.
Supply chain management has been defined as, "…the integration of business processes from end user through original suppliers that provides products, services and information that add value for customers" (Cooper, Lambert, & Pagh, 1997, p. 1) . The integration of business processes entails managing relationships, material and information flows across organizational boundaries. Benefits of supply chain management include cost reductions and enhanced product and information flows.
The emergence of the Internet has drastically changed the management of supply chains. Most major corporations have moved purchasing online in order to receive many of the benefits associated with the virtual marketplace created by the Internet. An example of cost savings realized by purchasing online is illustrated by the automobile industry. For example, at Ford, GM and DaimlerChrysler, costs associated with the creation of a purchase order averaged $150 before the Internet. By moving to an online purchasing environment, the average cost of a purchase order fell to less than $30, which resulted in savings of billions of dollars for these firms.
The Internet also allows supply chain members to access information and transact business in real time. Consequently, information is likely to be more current and accurate, which translates into fewer mistakes and higher efficiencies among supply chain members.
Another way that the Internet has improved supply chain management is by enabling downstream supply chain members (distributors, wholesalers, retailers) to more easily work with the manufacturer on new product design. Prior to the Internet, this was a slow, cumbersome process at best. With the Internet, detailed visual images may be shared, with each member able to modify and/or comment on the images in real time.
Trends in supply chain relationships indicate a move away from competitive bidding, which is where a large number of suppliers compete for the business of one firm. Instead, supply chain relationships are moving towards a more long-term approach characterized by closer relationships with fewer suppliers; these closer working relationships could lead to higher product and service quality throughout the chain.
Managing Services in Business Markets
The importance of services marketing is illustrated by the fact that 80% of the total employment and 76% of the gross domestic product in the United States is associated with the service sector of the economy. Services can occur in conjunction with product offerings, or the firm may be devoted completely to performing services for its customers. IBM and Microsoft are examples of companies that often include the cost of services in the price of their products. In other cases, companies charge a lower price for their products, while services are unbundled from the package; this gives customers the option to purchase services separately, or perform the service themselves.
Many firms are in the business of providing services only, with no tangible products attached. These would include consultants, maintenance services, insurance, security services and market researchers. Other firms provide value-added services to enhance the basic functionality of products (i.e., systems integrators) or to provide more variety to end customers (i.e., retailers).
There are some similarities in product and service marketing programs; however, there are some inherent differences due to the nature of differences between a product and a service. First of all, products are tangible, while services are intangible; services are consumed immediately, but a time lag exists between when a product is produced and when it is consumed. Also, products tend to be standardized while high variability exists among services.
Successful services marketing depends on the skill and expertise of the representative of the firm. Service quality and delivery can suffer if employees are not properly trained and supported by the firm.
Channel Management in Business Markets
The business marketing channel forms the link between manufacturers and end users. The channel may be direct or indirect; a direct channel does not include intermediaries. Instead, in a direct channel design, members of the manufacturing organization are responsible for performing channel tasks. These channel tasks include lead qualification, prospect development, order taking, inventory management, information dissemination and customer service.
An indirect channel exists when there are intermediaries that perform some (or all) of the channel tasks. These channel members may be referred to as a wholesaler, distributor or dealer. Business marketing channels usually have fewer intermediaries than consumer channels.
Channel design is a dynamic process that takes place when new channels are developed, or when existing channels are modified. The e-commerce environment has had a major impact on channel design. This is due to the replacement of some traditional channel members (i.e., call centers vs. direct sales), as well as the introduction of totally new channels (i.e., the Internet).
WHAT IS ELECTRONIC CUSTOMER RELATIONSHIP MANAGEMENT? What is eCRM?
Customer Relationship Management (CRM) is a strategic orientation that identifies the most important long-term customers and develops an understanding of how these customers can be retained. An important feature of CRM includes the breaking down of departmental barriers, aimed at improving information flow and work processes; ultimately these changes should result in a more efficient and effective means of serving the customer.
CRM is implemented with a set of technology tools that enable members of various departments within the organization to gather, disseminate and share customer information with other departments throughout the entire firm. Consequently, CRM is often referred to as Electronic Customer Relationship Management, or eCRM. In addition to its technology focus, eCRM facilitates the development of relationship marketing strategies that concentrate on acquiring a better understanding of customer needs.
Though much of the emphasis of eCRM in the "popular press" involves software applications that capture customer data, technology implementation should be secondary to the establishment of an organization-wide eCRM strategy. Without a clear eCRM strategy, it is difficult to determine and coordinate the organizational changes needed for eCRM to be successful long term. eCRM strategy is based on an understanding of how the customer wants to do business with the firm, rather than how the firm wants to do business with the customer. eCRM strategy development, therefore, must be a joint process between the customer, suppliers and the seller. eCRM consists of three strategic components 1) operational, 2) analytical, and 3) collaborative. Each of these components is discussed in detail in the following subsections.
eCRM strategy affects information flow and work processes between different departments of the firm. Redundant and unnecessary information does not clog up departmental communications systems, streamlining the amount of time needed to make decisions. Work processes are redesigned so that operational activities are more efficient.
By creating changes in the flow of information and in the structure of work processes, an eCRM implementation can wreak havoc on the ill-prepared firm. Changes in the power structure and the elimination of traditional departmental activities can be outcomes of an eCRM implementation. Without strong upper management support, this could lead to the abandonment of, or severe limitations applied to the eCRM implementation. However, the lure of sustained competitive 
How Is eCRM Integrated into Business Operations?
Implementation of eCRM will have a major impact on business operations. Whereas business operations are developed to enhance benefits for the firm, an eCRM implementation can radically alter these business operations. This could entail changes in the functional roles of departmental members, re-engineering of work processes, as well as the introduction of totally new channels.
For many years, businesses have operated under the assumption that each functional area is responsible for certain activities that define the importance of that particular functional area to the overall success of the firm. In some cases, functional areas were rewarded for, in effect, "out-doing" other functional areas of the firm. For instance, while sales and marketing were responsible for bringing in customers in order to increase revenues and profitability, the accounting and finance departments were often rewarded for denying favorable credit terms to these very same customers. Further, production and R&D might be more interested in creating products that were superior to products created by their competitors, regardless of whether these products met specific needs of the customer.
Since an eCRM implementation is a customer-focused initiative, business operations that impede a better customer relationship will be changed. Functional areas such as marketing, sales, service and support will be re-oriented to put the needs of the customer first. eCRM provides a way to close the gaps that commonly occur between these functional areas, and presents an image of continuity at the hand-off points (see Figure 1) .
In conjunction with changes in business operations between functional areas, work processes within departments are also re-engineered with the implementation By closely examining the steps taken to accomplish given tasks, implementation of eCRM will inevitably point out unnecessary redundance, ultimately resulting in a shortened process cycle. A successful eCRM strategy can seamlessly integrate and coordinate multiple channels (see Figure 2) .
The seller must allow the customer to interface with it in the way the customer is most comfortable. In some cases this will be by utilizing the call center or the Internet; in other cases the customer may prefer to go through the dealer network; and finally, some situations require that the customer deal directly with the seller. Without a sound eCRM strategy, the same customer may be contacted by the seller via multiple channels regarding the same offering. At the least this could result in mild aggravation for the customer; at worst, it could give the impression that the seller is a chaotic, disorganized firm, where the left hand does not know what the right hand is doing.
Analytical Capabilities Facilitated by eCRM
Analytical capabilities facilitated by CRM represent an approach towards measuring and assessing the lifetime value of customer relationships. This enables the firm to determine the most important relationships based on long-term profitability. These relationships need to be cultivated by the firm at multiple angles-via marketing, sales, service and support. eCRM enables the development and integration of tools that analyze these areas.
How eCRM Contributes to Improvements in Intraorganizational Collaboration
Implementation of CRM should have positive, long-term effects on collaboration efforts between departments in the organization. Changes in the workflow as dictated by CRM should improve internal operations by eliminating unnecessary redundance. When organizational members realize improvements in productivity, then they should feel better about the pain they may have had to endure while the CRM system was in the initial start-up phases. Organizational members will have a higher appreciation for other departments in the organization when they understand how important each group is to the overall success of the firm. This will lead to higher commitment to the firm, more cohesion among different departments in efforts to develop a shared interpretation of information contained in CRM databases and more willingness to have open communication with other departments.
How eCRM Contributes to Improvements in Interorganizational Collaboration
In addition to improvements in collaboration efforts among departments in the firm, a CRM implementation should also result in better collaboration between the firm and its business partners, as well as between the firm and its customers. Though this may take longer to accomplish than improvements in internal collaboration, it should nonetheless be a goal of CRM-centric organizations.
A CRM implementation highlights the importance of communication among all parties involved in supporting strategic customers. Though CRM implies a customer-led initiative, it is logical to expect that multiple organizations will be involved in developing a comprehensive CRM strategy. With the primary goal of creating a better understanding of the customer in order to be more responsive, collaboration among various organizations in the supply chain (suppliers, transportation specialists, financial institutions and the customers themselves) will be crucial.
eCRM and Relationship Marketing
Relationship marketing describes activities, behaviors and strategies geared towards knowing and understanding the customer. A narrow view of relationship marketing describes this concept as database marketing, where the promotional component of the marketing mix is emphasized. Communications with the customer is primarily one-sided, and initiated when the customer's name appears on a specific customer list. Another somewhat narrow definition of relationship marketing involves customer retention. This definition emphasizes bonding with the customer, and includes efforts to stay in touch after the sale. Still another view of relationship marketing integrates these two definitions by describing relationship marketing as "an integrated effort to identify, maintain and build up a network [with customers] and to continuously strengthen the network for the mutual benefit of both sides, through interactive, individualized and value-added contacts over a long period of time" (Shani & Chalsani, 1992, p. 44) .
Relationship Marketing Strategy
Re-engineered Work Processes Redefined Functional Roles
Supporting Technology
Adapted from Lee (2000) Figure 3: Customer Relationship Management A more strategic view of relationship marketing concerns efforts to put the customer first, moving away from manipulative techniques (i.e., telling and selling) towards genuine customer involvement (communicating and sharing knowledge). Attracting new customers is only an intermediate step in the marketing process, which also includes developing closer relationships with customers, with the ultimate goal of turning them into loyal, long-term customers.
Consequently, relationship marketing and eCRM are closely related. In fact, it has been suggested that relationship marketing forms the core foundation for eCRM (see Figure 3) . A strong relationship marketing focus clears the way for a more harmonious environment in the face of major organizational restructuring that takes place as the result of CRM implementation.
